The purposes of this study were to (a) identify dimensions of relational benefits in the social commerce market, (b) predict the effects of relational benefits on satisfaction, repurchase intention, and word of mouth (WOM) intention, (c) examine the mediating effects of satisfaction, and (d) compare the differences in the effects of relational benefits on satisfaction, repurchase intention, and WOM intention between the two groups of market mavenism. For collecting data, a self-administered questionnaire was undertaken by an online research agency. A total of 490 usable responses were obtained from consumers who have used social commerce sites. The sample included a slightly higher number of females (50.8%) than males and age was ranged from 20 years to 40 years. An exploratory factor analysis generated four factors of relational benefits such as confidence, convenience, special treatment, and information. Multiple regression models showed that confidence, convenience, and special treatment benefits were significant predictors of satisfaction and repurchase intention; the confidence and convenience benefits were significant for WOM intention. Satisfaction significantly mediated the relationship between relational benefits and repurchase intention, and the relationship between relational benefits and WOM intention. The group with high level of market mavenism more highly perceived the relational benefits than the other groups. Confidence benefit had a significant effect on repurchase intention regardless of the level of market mavenism, while convenience benefit had a significant effect on repurchase intention in the non-market maven group. This study discussed the managerial implications for customer relationship management in the social commerce marketplace.
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최근에는 온라인 쇼핑몰 (Bae & Park, 2010; Chae, 2013; Ji, Kim, & Son, 2008; Ko, Yi, & Kim, 2009 .561 I have less anxiety when I buy the product or service from this social commerce company.
.805
I get this company's highest level of service.
.691 I feel comfortable in using this social commerce company.
.749 I feel safe when I buy products in this company.
.818 It is my pleasure to buy products in this social commerce company.
.763 The use of this social commerce company can save time.
.636 The use of this company can make shopping convenient.
. (Song, 2011) . Table 3 , (Cho, Kim, Han, & Jo, 2015; Song, 2011) . Table 3 서 Table 5 ) ( , 으로 나누어 다중회귀분석을 각각 실시하였다 Table 6 ) . 와 의 회귀모형의 이 Table 5  Table 6 Durbin-Watson
과 같이 관계혜택 요인 중 정보적 혜택을 제외
로 나타나 다중공선성에 문제가 없는 것으로 판 .225-.799 단하였다 (Song, 2011) .
시장전문성에 따른 재구매의도 비교 1)
먼저 시장전문가 집단 을 살펴보면 재구매의도에 (Table 5) , (Table 5 & 
